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Abstract 

 IMC formed when organizations attempt to integrate communication tools for more 

effective communicating of the people involved both within and outside the organization. The 

communication tool used for communicating any information in text or speech form must be 

consistent with the objectives and strategies of the organization. Considering the changes in 

today’s world, marketers need to change the strategies to meet the changing needs of 

consumers. Accordingly, Integrated Marketing Communications play an important role in 

planning marketing communication strategies now a days. This article explores and plans the 

integrated marketing communications for the frozen ready meal business. As running a business 

in today’s world requires integrated marketing communications strategies to correspond with the 

needs of the customer or consumer and to meet the real needs of consumers, building appositive 

relationship by being accessible to consumers and the differentiation of products and services will 

lead to a competitive advantage and will be beneficial to new market creation and entrepreneur’s 

marketing expansion. 
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INTRODUCTION 

 Marketing Communication is a method that can communicate to the target 

group effectively and efficiently. Moreover, it will create a good relationship with 

customers. Thus Integrated Marketing Communication is a critical component of doing 

business to add value to purchase of goods and services. In addition, holding 

marketing activities to build good relationships with customers will make the 

customers feel good with the brand and the organization. Integrated Marketing 

Communication consists of six activities; advertising, sales promotion, sales campaign, 

direct selling by the salesperson, marketing activities, and communication at the point 

of purchase. These activities are the methods to communicate information to the 

customers and reach them more effectively. (Kotler, 2004) 

 Consumer product business is one of the most strongly competitive businesses 

that try to scramble for the market share by commonly using the media in various 

forms of marketing communications so that customers can recognize and remember 

the brand. There are many brands of frozen ready meal in the highly competitive 

market. Thus many of frozen ready meal business companies have used Integrated 
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Marketing Communications to attract customers’ interest to the products or services 

in order that their frozen ready meal goods are eventually bought. 

 Frozen ready meal occurred in Thailand since1991 and it has been gradually 

accepted by Thai people until it becomes much more popular during the past 2-3 

years as its market value has dramatically grown and reached 16,000 million Baht in 

2007 with no less than 25.0 percent of growth rate. (Positioning Magazine, 2009) 

Ezygo brand was able to gain over 50 percent of the frozen ready meal market share 

while 30 percent of the market share went to Pran Talay brand, followed by S&P and 

Surapol Foods brand which could gain similar market share at 12 percent. (Tarn 

Settakit, 2007)  

 In addition, the market condition is likely to at tract new investors to invest 

and expand production of frozen ready meal with the ability to stimulate consumer’s 

recognition and purchase of the goods. Since a marketing advantage bases on how 

many business networks or distribution channels the business has or how better the 

product developing research of the business is, including the ability to see available 

marketing spaces to be inserted in this competitive market, frozen ready meal 

business is a very interesting business due to its great market value and the growth 

rate remained consistently high. The marketing expansion of frozen ready meal is high 

in not only domestic market but also export trades, which is derived from the 

development of products to meet the needs of consumers in terms of product 

development to make a variety of the products as well as development of packaging 

that can get the product heated by boiling water, including a microwave-heating 

service offered to customers. Furthermore, there is a development of the frozen ready 

meal menu to offer more variety of the Quick Meal to customers and the pricing of 

the meal is similar to other business competitors. These factors are contributing 

factors to the market opportunities of frozen ready meals both domestically and 

abroad.  

 Integrated Marketing Communication is a vital communication tool for the 

operations linked between the objectives of the business and the behavior of 

consumers through various forms of communication because, in current marketing 

trends, businesses must focus on creating competitive advantages and will have to 

follow the growth of the frozen ready meal market to keep pace with the changes; 

moreover, the business owners have to be able to apply marketing theory to fit the 

present consumer behaviors that have substantially changed from the past. At the 

present time, consumers value the considerations of the product’s price and quality. 

The marketing promotions such as a price discount, coupon redeeming, or a special 

free stuff can be included to attract the consumers’ attentions but they have to be in 

accordance with the sustainable marketing approach that will build brand equity in 
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the consumer's mind and make the brand unique in the consumers’ opinion. 

Consequently, the entrepreneur of frozen ready meal business should give priority to 

marketing communications for increasingly attracting the consumer to the products 

and services. 

Literature Review 

What is Integrated Marketing Communication? 

 There are several definitions of Integrated Marketing Communications by 
many academics. Having been defined by American Association Advertising Agencies, 
IMC is a concept of planning more effective marketing communications to get the 
most efficient usefulness of each approach by determining the communication 
strategies such as advertising, sales promotion, direct marketing, and public relations, 
etc. and combining all of them to create a stable and clear approach that can unite 
and communicate effective information. (Kotler, 1997)  

 While Dancan (2005) has defined IMC as a process of customer relationship 
management that can help push the brand value and it requires collaboration of all 
departments to create and support relationships with customers and all stakeholders 
of the organization. Furthermore, it needs supplying of database system to support 
the works processed by this concept. In the same way as Dancan, Arens (2004) has 
also given the definition of IMC as the process of creating and supporting relationships 
that can be profitable for the organization, employees, customers, corporate 
stakeholders, including the public by developing and coordinating all of the 
communication strategies to build related communication through the media or 
various forms of communication. 

 In conclusion, IMC can probably be defined as process and management of 

communications to create brand impression to the target group by using various 

persuasive communications to make consumers recognize the story of the brand and 

consider it unique with the IMC strategies that focus on Brand Contact Points or giving 

opportunity to the target consumers to know the goods either via mass 

communication or not. 

 

Characteristics of Integrated Marketing Communication 

 Marketing Communication plays a big role in brand building which is very 
significant in such an aggressive marketing competition nowadays. IMC strategy has 
become the approach in promoting the brand of product continuously and 
consistently not only to the target consumers who would purchase the products or 
services, but also to those who are associated with the brand such as internal 
employees, suppliers, merchants and even the members of non-corporate clients in 
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order that every person associated with the story of brand communications can 
participate in the "integrated" marketing promotion. 

 Dancan(2005) has divided characteristics of Integrated Marketing 
Communication into 2 main characteristics as follows: 1. IMC is an ongoing process 
with the characteristics of building relationships between the brand and prospective 
customers continuously, which is essential to help streng then the brand equity as 
well as drivesalesand increase profits.2. Integration produces synergy by combining 
every communication tool related to the brand of product, for example the brand’s 
name or logo and the brand’s image, in the concept of the marketing communication 
called “One voice, one look”. 

 Integrated Marketing Communication is a form of communication that 
requires scheduling a sequence of steps to achieve the most effective communication. 
D. Schuitzand H. Schuitz (2004) have recommended the planning process in integrated 
marketing communications through 5 stages as follows: 1.Identifying customers and 
prospects –marketers have to understand customer behaviors and the motivation 
causing them to be able to develop a form of communication to match the prospect 
groups of the present product. 2.Estimating the value of customer and prospects – the 
company has to focus on the company’s revenue from the prospect groups and this 
evaluational so needs considering the characteristics of the client, relationships 
between the customers and the company, as well as other environmental factors of 
the customers such as Acquire customers, Retain Customers, Grow customers and 
Migrate customers.  

 3.Planning communication messages and incentives–a good marketing 
communication should be composed of 2 factors: the presentation and persuasive 
information that meet the prospect’s requirement and the creativity of 
communication formats, for example the words, the graphics, the text forms,  the 
main points in the communication plan, and etc.4.Estimating return on customer 
investment – in this step, the marketers have to estimate the effectiveness the 
company will gain from the most efficient marketing communication plans. The result 
estimating can be divided into 2 sections as follows: the short-term result to the 
Business Building and the long-term result to the Brand Building. 5. Post program 
analysis and future planning–an Integrated Marketing Communication plan is used 
over the appropriate time period in this stage. Finally, the process of Integrated 
Marketing Communications endlessly circulates, as shown in Figure1. 

 

Figure 1 : Integrated Marketing Communication process in 5 stages 
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Source: Schultz, D. E., & Schultz, H. F. 2004. IMC the next generation: five steps for 
delivering value and measuring returns marketing communication. New York, NY: 
McGraw-Hill. P. 69. 

 Because the implementation of Integrated Marketing Communications is 
focused on measuring the effectiveness of communications plans, monitoring and 
evaluation of building brand affinity in Integrated Marketing Communications are 
essential. Dancan (2005) has recommended 3 methods to evaluate the Integrated 
Marketing Communications to the marketers as follows: 1. IMC audits are the in-
depth researches by examining the structure of the organization, the understanding of 
the purpose of marketing communications, including the Integrated Marketing 
Communications strategies within the organization. 2. Brand metrics can be operated 
by monitoring and evaluating the image of the brand and the brand communication 
strategies applied. Moreover, the measurement is estimated from the Brand 
recognition, the realization of the brand image overview, understanding of the brand 
position, related level of the brand, and the Brand equity to the brand’s stakeholders, 
including the brand preference. 3. Relationship metrics can be implemented by 
controlling the outcome of Integrated Marketing Communications plans, which can be 
used to explain the trend of sales and to analyze the data for more precise plan in 
Integrated Marketing Communications. 

Using IMC strategies in the brand building 

 Marketing communications have been developed to create more effective 
strategy by using the communication approach that accords with the objective. Don E. 
Schultz called this strategy “Integrated Marketing Communication: IMC” and 
explained it as a combination of using communication tools together effectively such 
as Mass-media Advertising, Public Relations, Personal Selling, Sales Promotion, Direct 
Marketing, Packaging and etc. to publicize the clear, consistent, and compelling 
information of the organization and the product. (Kotler, 2002) Therefore, a goal of 
branding for desirable marketing support based on the analysis and classification of 
the marketing combination theory with the theory of marketing communications can 
be achieved by appropriately applying all of the existing communication tools to 
create efficient approach as follows: (Chaisumret, 2011) 

Using Advertising in branding 

 Advertising is a form of communication to inform the brand and the 
organization to the substantial recipients with money spending from the explicitly 
specified sponsor via several types of media in order to look forward to the positive 
response. Shimp (2000) has notified that there are 4 main benefits in advertising as 
follows: 1. Informing - advertising will have to make the consumers realize the new 
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brand and perceive the features as well as the usefulness of the product. 2. 
Persuading – effective advertising needs to be able to convince consumers to try an 
offered product or service by generating a demand for it. 3. Reminding - advertising 
can help the brand to be always recognized in the consumers’ minds. 4. Adding value - 
advertising will influence the perception of consumers to make them think that our 
brand is better than the competitors’ when it is composed of 3 important factors: 
innovating, improving quality, and altering consumer perceptions.     

Using Public Relations in branding 

 Due to more information for new age consumers, they usually link the product 
with the manufacturer or the distributor. In case an image problem of the product 
occurs, it will also affect the corporate image. Accordingly, the process of using public 
relations to the marketing target group to create perception, including positive 
attitude towards the organization and the brand and to eventually motivate the 
consumers to buy the product has been implemented with 2 essential concepts: 1. 
Corporate Public Relations: CPR means publicizing information of the organization to 
create a good understanding of consumers to the organization and building good 
relations between the organization and the target groups. 2. Brand Public Relations: 
BPR means publicizing information of the product as well as creating a bond between 
the product and the consumers to build loyal customers to the brand.   

Using  Sales Promotion in branding 
 
 Sales Promotion is the marketing activity that can stimulate rapidly-buying 

behavior of the consumer by giving commission for the groups of stores and by many 
patterns such as giving coupons, giving the product samples, holding contest or 
sweepstakes, and giving gifts for the direct groups of consumers. (Shimp, 2000) 

 Duncan (2005) has classified the tools for Sales Promotion to achieve the 
organization’s objective as follows: Consumer promotions include 1. Premiums2. 
Specialties 3. Coupons 4. Price reductions 5. Rebates 6. Sampling 7. Sweepstakes 
contests, and games.  

 Trade promotions include 1. Off-invoice allowances 2. Display allowances 3. 
Buy-back allowances 4. Dealer contest 5. In-store demonstrations 6. Co-op advertising 
allowances 7. Point of purchase display. 

Using  Personal Selling in branding 

 Marketer soften rely on the use of sales person as an intermediary in brand 
communication, especially the product type of car, insurance, and real estate. In the 
past, the salesperson had to be only in the Face-to-face position with the target 
customers but there are several patterns of selling for the salesperson nowadays such 
as selling the goods through the phone line. (Shimp, 2000)   

 The G, Belchand M, Belch (2004) have defined in the same way that using of 
the sales person is a communication between individuals and the sales person try to 
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persuade potential customers to purchase the products or services of the company. 
The salesperson can, for instance, modify the offers to the customer regarding to 
situations and needs of the buyer at the time while using telemarketing. In addition, 
the Personal Selling is also suitable to use when specific marketing target and 
characteristics of the particular clients are required. 

Using  Communication at Point of Purchase in branding 

 Communication at Point of Purchase is a component of marketing 
communications consisting of product displays, posters, billboards, logo label on the 
shelves and other forms needed to communicate with the target group in the store. It 
is designed to encourage the consumers to buy the product at point of purchase. 

Using  Direct Marketing in branding 

 Direct Marketing is an interactive communication, by helpfully using the 
customer database to induce response from current customers and those who are 
likely to be future customers. The organization needs to manage customer database 
effectively in order to be clearly informed about the characteristics of existing 
customers. Furthermore, the data collecting and analyzing should be accurate to make 
the applied information the most beneficial to the organization. (Duncan, 2005) 
Copley (2004) has also suggested the tools for Direct Marketing as follows: 1. Mail 2. 
Television and radio 3. Print/catalogues4. Telemarketing 5. Internet 6. User groups, 
membership scheme and loyalty card. 

 In summary, the selected media should be suitable to the target group because 
the accessibility of the media to the target group affects the brand recognition of the 
presented product. Thus, the concepts and the ories about Integrated Marketing 
Communications should be studied in order that we can correctly determine the 
approach of the media. 

RESEARCH METHODOLOGY 

 The objective of this research is to study the Integrated Marketing 
Communication activities that affect the purchase of frozen ready meal. The studied 
activities are Advertising, Sales Promotion, Public Relations, Personal Selling, 
Communication at Point of Purchase and Marketing Activities while the data are 
collected by in-depth interviewing with 10 frozen ready meal consumers, aged 15 
years and above, in Bangkok and suburban area. The interview particularly 
emphasizes on college students in both public and private educational institutions and 
workers in many occupations who have experienced the frozen ready meal 
consumption for more than 1 year with observations and analyzed information from 
various websites. 

Result 

 Due to the study of Integrated Marketing Communications activities that affect 

the decision of frozen ready meal purchase from the viewpoint of consumers, the 
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most influential activity to the purchase decision is Advertising because it is a data 

communication tool whose objectives are to inform, to persuade and to remind the 

consumers about the products and services. By its accessibility to everyone, it can 

cover a wide group of individuals and give the information at the same time. Since 

Advertising is not in-person communication, it has been widely accepted as an 

important marketing communication tooling building brand equity; it, moreover, plays 

a significant role in generating consumers’ recognition to the brand equity and 

influences the consumer behavior. 

 The influential Integrated Marketing Communications activity that affects the 

decision of frozen ready meal purchase in the second rank from the viewpoint of 

consumers is Public Relations due to the strengthening of relations and mutual 

understanding to create a good image for the company, including the offered 

products and services. It is one of the most important communication tool susedin 

publicizing the information to create a positive image for the organization. Advantage 

of Public Relations and dissemination of information is that the cost is low when 

compared toot her marketing tools in compliance with the research of Dennis, Margit 

and Peter (2006) that studied Integrated Marketing in to Integrated Marketing 

Communications and revealed that the increase of advertising attempts to Public 

Relations can bring more success and the useful viewpoint in using properly, including 

the ability of applying to the marketing event, which can give an technical advantage 

in developing marketing events and advise on the performance for the highest value 

in the process of advertising to public relations. This trend of development to practical 

achievement of goods and services advertising for public relations causes an increase 

in more productivity and also a strategic view which are necessary for the effective 

process of Integrated Marketing Communications. 

 The influential Integrated Marketing Communications activity that affects the 

decision of frozen ready meal purchase in the third rank from the viewpoint of 

consumers is Sales Promotion because it is an activity or a tool in persuading 

consumers to buy the goods by using special events such as reducing the price, giving 

free stuff, giving coupon, and etc. to encourage rapid-purchase behavior. This 

approach is used to increase sales in the short term. 

 From the viewpoint of consumers, the influential communication activity that 

affects the decision of frozen ready meal purchase in the fourth rank is 

Communication at Point of Purchase since it is a tool that marketers use to remind the 

memories of customers at the point of purchase. So it is seen that the 

Communications at the Point of Purchase can be in the various forms of attraction 

around the shop because marketers need a reminder and would like to stimulate 

brand recall of the target customers before buying goods or services. 
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 The influential communication activity that affects the decision of frozen ready 

meal purchase in the fifth rank is Personal Selling because it is an effective 

communication for stimulating an impact on consumers and the target consumers can 

be connected directly by this communication. This is also called Face-to-face 

communication where the sellers try to convince the target buyers to purchase the 

product or service. 

 Finally, Marketing Activity is the last influential communication activity that 

affects the decision of frozen ready meal purchase as it helps create experience of the 

brand and organization with potential customers. The customers will have the 

opportunity to join the brand activity aimed to changing the structure of ideas that 

eventually leads to behavior change.  

Conclusion 

 In marketing communications, marketers must keep pace with the changing 
needs of society, economy, as well as politics and must be ready for the situation in 
case a rapidly-changed business plan or intelligent marketing planning on the data 
derived from complete consideration has to be devised because  the consequence can 
be the brand recognition causing the products and services to get attention from the 
prospects that are in a group of thought leaders, and can create extensive influence 
on the consumers. In the business operations, the entrepreneur must take the 
consumers into account by trying to establish the involvement and participation 
between the prospects and the product activities, or by changing the role of the one-
way communication into the interactive communication between the brand and the 
consumers, as well as linking  the experience of the brand to the consumers and they 
can create their own content to the brand. Because of the advancement of 
information technology, the consumers can access to for news and various contents of 
information by using more channels than ever while consumers are continuously 
looking for the information from a new media that is consistent with their own 
lifestyles. Consequently, the entrepreneurs should make the target groups satisfied in 
the activities of the brand to encourage them to try out the products and services, 
which can cause an increase in sales and make the business persistently grow in the 
future. 
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